General. “We % 
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e competition i 


imperative must be 


to put the needs of ouni@uStomers first, 


fac 


drea of our business#@oday, 


That's why we can’t rest on old @sstimip= 
tions about service. The Postal Service is 


, In business to serve the customer and our 


etha 
and individual 
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ts no 
almost every 
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COrpor 
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(| A world of opportunity 








e here is a world of 


change transforming 
the exchange of mail 
between nations, and it is 
vital that the U.S. Postal 
Service adapt to those 
changes and benefit from 
them 


In the past, we have 


| concentrated on our own 


domestic market and given 
second- and third-level at- 
tention to the handling and 
dispatch of international 
mail. Those days are over 
For one thing, world 
communication markets are 
booming. Europe is moving 
toward economic unifica 
tion in 1992, Pacific Rim 
business and trade is 
expanding, and the pent-up 


economic demand and 


needs in Eastern Europe all 
Where 
there is more business, 


spell future growth 


trade and increasing 
literacy, postal services can 
grow. The one billion 
dollars in revenue we re 
ceive from international 
mail can grow if we posi- 
tion the Postal Service 
internationally to do the 
same things we are doing at 
provide the kind 


of services our customers 


home 


want, keep our costs low 
and enhance the quality of 
service we provide 

As we have discovered 
here in America, our 
competitors as never before 
are able to convert our 
customers to their custom- 


ers. The same familiar 


PAGE 2a 


names — Federal Express 
and United Parcel Service 
and others — have reacted 
to the growth potential of 
foreign markets by becom 
ing worldwide carriers. 

The developed nations 
of the world have reacted to 
this challenge to their 
markets with a great deal of 
creativity. They are freeing 
their postal services from 
the traditional ties to gov 
ernment and giving them 
the freedom to compete and 
adapt to new conditions 

While we work to 
change our marketing and 
handling of international 
mail, we need to work 
through the Universal 
Postal Union (UPU) with 
postal administrations 
around the globe to 
improve the network. This 


is not an easy task, as the 








article on page 10 reports. 


We have to concentrate 
on two tracks to make these 
improvements. We've got 
to do the best we can to get 
specific agreements on 
service, marketing and 
testing between the major 
developed countries, 
working bilaterally and 
through UNIPOST, a postal 
organization of developed 


nations. At the same time 


we need to work equally as 
hard and effectively to 
build a worldwide infra- 
structure through the UPU. 
We are placing a great deal 
of focus on both of these 
organizations to respond to 
the challenges we face 

Edward Horgan 

Associate 

Postmaster General 
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David Charters 


Investing 
in our 
employees 


Page 2 is designed as a forum 
for ideas in which postal 
employees as well as customers 
and other representatives of the 
private sector can share their 
thoughts about the Postal 
Service. 





W e hear a lot of talk 
about quality 


service and teamwork. 
Certainly these are impor- 
tant ideas for the continued 
success of the Postal 
Service. No less important 
is the individual health and 
safety of each and every 
postal employee. 

We in the Postal Service 
cannot afford to lose the 
investment of training and 
experience in our employ- 
ees by turning our back on 
those who get injured on 
the job. 

That’s why we have 
the Office of Workers’ 
Compensation Program 
(OWCP) administered by 
the Department of Labor 
and the Postal Service Re- 
habilitation Program. The 
first is designed to ensure 
that employees injured at 
work will not suffer 
financially because of their 
injuries. The second aims 
to bring these employees 


back to meaningful work. 

Our statistics show that 
the majority of injured em- 
ployees want very much to 
return to work. And, those 
who do are among our most 
motivated employees. 

They are able to resume 
working, often in new 
careers as did letter carriers 
Al Davis and Gus Pulos 
(see “Compensation works” 
on page 18) after their de- 
bilitating accidents. 

These are but two of 
many individuals whose de- 
termination to return to 
work reminds us we all 
must look beyond people’s 
disabilities and recognize 
their abilities. 

The administration of 
OWCP at the Postal Service 
is a Classic example of 
teamwork among Human 
Resources, Operations and 
the Labor Department to 
ensure that benefits are 
available to ail employees 
who are legitimately 


injured on the job. 

Unfortunately, there are 
some who abuse the sys- 
tem. This abuse costs the 
Postal Service a great deal 
of money, in direct pay- 
ments to employees 
through the Labor Depart- 
ment in lost time at work 
and in the cost of enforc- 
ing the program — going 
after abusers. (See “OWCP 
fraud” on page 16.) 

To help spot the abusers, 
the Postal Service and 
Inspection Service have 
reintroduced a telephone 
“hotline” for people to 
report this criminal activity. 
This technique is not new 
to law enforcement or our 
society, as seen in the 
popularity and usefulness 
of such television shows as 
America’s Most Wanted 
and Unsolved Mysteries. 

The hotline is not 
designed to handle adminis- 
trative or disciplinary 
problems or to harass 


people for errors in 
judgment, like taking an 
isolated sick day without 
really being sick. It should 
be used to report real 
violations such as those 
outlined in the story on 
OWCP fraud. 

We know that the vast 
majority of postal employ- 
ees are honest and hard- 
working. We want you to 
feel outraged when you 
spot OWCP fraud so we 
can make sure the benefits 
will be available when 
people really need them. 

Ideally we want all 
postal employees to remain 
healthy and to work safely 
because each person 
contributes tremendous 
strength and vitality to the 
continued well-being of this 
organization. 

David Charters 

Senior Assistant 

Postmaster General, 

Human Resources 
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| Diversity lesson 





Dear Editor 
Thanks t 
15-year postal veteran (Franklin 
PA), I have 
I 


o my husband, Dana, 


access to Postal Life 


m a seventh grade social studies 


acher. Currently, | am teaching 





my classes about America’s 


ultural diversity and how to avoid 
rejudice and discrimination. The 
over story on cultural diversity in 
the November-December issue has 
been an imteresting supplement to 
the information presented in our 
textbook 

It is gratifying to our teaching 


efforts when we ar 


e able to tap 





such a source. It helps students to 


understand the relevance of what 


we are teaching to everyday life 
Kathy McBride 
Teacher 
Oil City, PA 
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Dear Editor 

I think the “Wee Deliver 
program is a wonderful idea 
(September-October 1990) 


12 years with the Postal Service, | 


In my 


have found children to be very 
curious about the mail and how it 
gets delivered. And they love their 
letter carriers, often waiting in the 
yard for the carrier each day 

1 look forward to helping a 
ocal elementary school introduce 
this worthwhile program for their 
students 

Roxana Jone 

Window clerk 

Pasadena, TX 


Dear Editor 

I really enjoy reading Postal 
Life magazine. | love the bright 
colors and interesting stories about 
the mail. | read it every time it 
comes 

| especially liked the “Wee 
Deliver 


Thompson, receptionist 


article. My mom (Janice 

Headquarters) ordered the program 

for my school 
Keep up the 


of the postal families can read the 


good work so all 


magazine 

Jennifer Thompson 

Age It 

Largo, MD 

PS. | use your magazine to 
cover my school books. It's fun to 
read and it makes a good book 


covet 





‘Training employees 


Dear Editor 
| applaud the Postal Service 





efforts to finally properly train 


Look how far 


IN THE MAIL 


employees (September-October 
1990). The better people a: 
trained, the better they can —_ 


their duties. We can give our 


customers more efficient, prompt 


and pleasing service 
At the same time, we seem to 
De contracting Out too many 
services to the private sector, such 
as highway contract routes, which 
means more mail is being handled 
by untrained non-postal personnel 
How can you equate increased 
training for USPS workers with 
increased contracting out? This 
makes no sense 

I deplore the policy of giving 
these jobs away to untrained 
private sector workers. Please 
give this more thought 

Patti Heller 

MPLSM operator 
New Smyrna Beach, Fl 
Editor’s note: Contracting out 
some basic services is compatible 
with increased training for postal 
mployees. Contracting out allows 
employees to handle more 
complex jobs and customer service 


transactions 





Recycle mail 





Dear Editor 


We hear more about 
Paper 

products make up about half of the 
Shouldn't the USPS, of al 


businesses, have 


and more 


garbage landfill problems 


wast 


a corporate 
responsibility in the handling of its 
waste 

market in 
This could 


There is a growing 


bulk paper recycling 





source of 


additional revenue 


Editor’s note: The Postal 


Service ts taking its responsibility 


seriously. It recently implemented 


we've come... 


a policy that, with certain cautions 





allows field managers to donate or 


_ Olympic gift items 


sell to reputable recyclers unde! 





erable, unendorsed third-class 


mail, disposable second-class mail Dear Editor 
and other ordinary postal waste I really looked forward to the 
Olympic Holiday Gift Catalog in 
the Nover 


but | was dis 


paper 
iber-December issue 





appointed that the 


clothing (especially T-shirts) was 


Support the USPS 


not offered in children’s sizes 





They would have been great gifts 


Dear Editor 


I recently read an article 


for Christmas 
Would it be possible t 
offering children’s 


describing American Express ensides 
partnership in a new private carrier 

venture. After reading this article 
I cancelled my American Expres 
Card which I carried for more thar 
30) years 

I fail 


to understand why 


Personally 









postal employees 
support the 
companies who are 
open competitors 
and others who 
work actively and 
financially to take 
business away from 
the Postal Service 
When we 


family 


mmy 
order 
something by 
mail, we will 
accept it 
only if it’s 
sent via the 


mail. This is one 






pATEO STATE 
POSTAL SeRvicg Z 


mat 


Orn mapic SPONSE 


example of 


active employee 






support of the Postal 

Service and postal jobs 
Donald L. Ethier 
Postal 


aree! 


City,GA 


Editor's note: 


The real issue i 


Editor's note: Yes! Look { 
not American Expre actions, but hildren : io the man 
our ability to deliver mail in a Olympic product ston which 
reliable and timely manner heduled to be published in th 
March-April issue of Postal Life 


In six yaane, the USPS has taken extraordinary steps deploying automated equipment to support Strategic Plan goals 





Single-Line OPTICAL 
CHARACTER 
READERS 


| Single-line OCRs (above) 
refitted as Multi-line 


Multi-Line 
OCRs 
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POSTAL 


ist— 
0 It's one of those problems, 


says Allen R. Kane, Assistant Postmaster 
General, Delivery, Distribution & 
rransportation Department, that “ex 


ne of our most difficult problems 
over the years has been misdeliv 


eries 


poses our imperfections to the public and 
helps shape the public's attitude about 
the level of service we provide 

“Misdelivery is a critical concern of 
our customers and calls into question the 
customer’s faith in our ability to deliver 
timely and consistent mail service,” says 
Kane 

“Most important, misdelivery impacts 
our credibility as a business that protects 
We have a 200- 
year history of providing this protection 


the sanctity of the mail 


to our customers,” he adds 
“We are approaching the problem of 


S 


ime and again, surveys tell us 





c6 


want in a retail environment,” 
explains Gordon C. Morison, Assistant 
Postmaster General, Philatelic and 
Retail Services Department. “The 
wants courteous and 


professional sales clerks, speed of 


average Customer 
service — no more than five minutes 
waiting time — convenience and a 
businesslike environment.” 

To a large extent, through a variety of 
lobby efforts in recent years, the Postal 
Service has begun to provide this service 
“Unfortunately, old stereotypes are 
difficult to put to rest,” says Morison 
“It may take time to change the public’s 
perceptions of our retail operations.” 

To tie everything together, and based 
on this information from customers, the 
Postal Service developed what is called 
the “G.LS.T. of Quality Service” (Greet, 
Inquire, Suggest and Thank) to help 
retail employees become more profes 
sional. Information about this has been 


distributed nationwide 


n 1991, the program will be fully 
implemented. Additional materials were 
distributed in December in preparation 
for the upcoming rate increase 

Later this year, a new advanced sales 
training program designed to help 
window clerks assume more of a role as 


retail unit business consultants will be 


there are four things customers 


Tackling misdeliveries 


“Misdelivery...calls into question the 
customer's faith in our ability to deliver 
timely and consistent mail service.” 


Allen R. Kane — Assistant Postmaster General, Delivery, Distribution 
& Transportation Department 
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Adding G.1.S.T. 


“To stay competitive, we must move 


in the direction of total customer satis- 
faction. Even if we think we are doing 
a good job, the real test is our audience 
— our customers — and whether they 
feel we are meeting their needs.” 


Gordon C. Morison — Assistant Postmaster General, Philatelic and 
Retail Services Department 


developed and introduced. 

“We know clerks strive to be courteous,” says Morison 
“But we think G.L.S.T. will give them a boost in self-esteem 
and pride when dealing with the customer. It encourages em 


ployees to offer professional service by inquiring about a 
: . | t 


misdeliveries through a joint effort of 
city and rural carrier unions,” he says, 
“because this problem affects how all of 
us do our jobs.” 

With the support of the National 
Association of Letter Carriers (NALC) 
and the National Rural Letter Carriers’ 
Association (NRLCA), top postal 
managers are banking on participants in 
EI/QWL at the local level to develop and 
test programs that later might be adopted 
by field operations nationwide through a 
“menu” approach. Offices will receive a 
list of successful programs and will have 
the option to choose the one that will 
work best for them. 

Adds Kane, “But we are encouraging 
participants to test other ideas as well 
and then to tell us what works and what 
doesn’t.” s 


customer's needs and then suggesting an 
appropriate service. Research shows that 
customers who are greeted and thanked 
are much more satisfied with service 
than those who aren't or those who are 
either greeted or thanked. 

“We want our window clerks to 
perform as ‘sales representatives’ to 
promote postal products and services at 
the critical point-of-sale,” he says 
“The program for the G.LS.T. of 
Quality Services will provide them the 
information and training to ‘up-sell’ 
and ‘cross-sell’ during each customer 
transaction.” 

Adds Ann McK. Robinson, Postal 
Service Consumer Advocate, “The 
G.1.S.T. concept standardizes the way 
we greet customers not only in our 
retail lobbies, but on the phone as well 
Whether a customer calls seeking 
information or reporting a problem, < 


standardized, courteous greeting is 
designed to reassure our customers that 
they will get a professional response 
every time.” 

Says Morison, “To stay competitive, 
we must move in the direction of total 
customer satisfaction. Even if we think 
we are doing a good job, the real test is 
our audience — our customers — and 
whether they feel we are meeting their 
needs.” a 
































hile automation may be the key 
to prosperity of the Postal 
Service, this equipment has 
created a new “wrinkle” in mail process 
ing — called “loop” mail by postal 
people — which can delay delivery 
“Loop mail is missent mail which 
has an incorrect bar code. This causes 
the mail to reach our customers more 
than three days later than the normal 
delivery time frame,” explains Allen R 
Kane, Assistant Postmaster General, 
Delivery, Distribution & Transportation 
Department 
Loop mail may not be a major 
problem with respect to its percentage of 
*™tal mail volume, but, according to 
Kane, it is mail that is considerably older 
than established service standards and 


generates significant customer com 


n indication of how we are 





performing ts to look at how we 

treat our Customers and what kind 
of service we provide when they tell us 
they have a problem 

In their book, /n Search of Excellence 

Tom Peters and Robert Watson note that 
ompanies perceived as excellent, such 
is International Business Machines 
IBM) 


McDonald's Corp. and Boeing Aircraft 


Walt Disney Productions 


ine themselves as service businesses 


ardless of the products they make 


Each also shares an “obsession” with 


eeting the needs of their customers 
IBM 


tomer complaint within 24 hours 


for instance, answers every 
And, every month, the company 
neasures internal and external customer 

tisfaction. Top managers in all of 
hese companies treat service problems 

top priority items 

rhe Postal Service is taking a page 

rom this book and from what we hear 
ur customers telling us,” 
McK 


mer Advocate 


says Ann 
Robinson, Postal Service Con 
In fiscal year 1991, 
will put a program in place that lays 
out procedures for each level of the 


It will require a 24-hour 


rganization 
cknowledgment by phone or by card 
hat a customer complaint was received 
Acknowledgment must then be followed 


a resolution and/or comprehensive 





Breaking the loop 


“...we must make sure that we have 
the operation discipline in place to deal 
with incorrect bar codes.” 


Allen R. Kane — Assistant Postmaster General, Delivery, Distribution 
& Transportation Department 
















































































































































































Solving problems 


“We have to turn our thinking around 
about how we treat our customers and 
learn the lesson from successful com- 
panies.” 


Ann McK. Robinson — Consumer Advocate 


response within 14 working days 

According to Robinson, 24-hour complaint acknowledg 
ment and the G.1.S.T. of Quality Service initiatives are moves 
to standardize how the Postal Service handles customer prob 
lems and the way we greet them in the lobby or by phone, 
much like McDonald's and many airlines and hotel chains 
direct their employees to do now 

Robinson says the payoff to resolving customer complaints 
is forging better relations with customers, getting repeat 


business in the competitive expedited delivery area and 


V 


plaints due to the length of time the loop 


mail is in the system 

“The Postal Service is attacking this 
problem from two directions,” he 
explains. “First, we are developing 
systems with mailers that will help 
them improve the quality of their 
mailing lists and mail makeup. Second 
we have developed operations instruc 
tions that will help us identify, quantify 
We will 
be testing these concepts over the next 


handle and prevent loop mail 
few weeks in the Jacksonville and 
Richmond Divisions 

“As we 


system for letters and flats that is 


move toward a distribution 


dependent on bar code technology 
explains Kane, “we must make sure that 
we have the operation discipline in place 


to deal with incorrect bar codes.” 















building a more positive image 
We have to turn our 


about how we tre 








thinking around 
ut Our Customers and 
from these 


learn the lessor successful 


companies,” Robinson says That 
why all four initiatiy focus directly on 
the customer. And like IBM, by the end 


of 1991, our Customer Satisfaction Index 


(CSI) will allow us to measure customer 













reactions and chan in attitudes on a 








regular basis 


In fact, by the end of 1991.” st 


add we will ha the means to 


measure improvements in the misdeliy 


ery and loop mail initiatives through our 


independently run CSI and External 


First- Class Measurement System 
(EXFC), which measures slot-to-slot 
service for First-Class Mail 

Until the CSI and EXFC are fully 


Robinsor 


will mak 


implemented later this year 
says that the Postal Service 


follow-up calls to customers who filed 


mystery 


complaints, and will use 
shoppers and phone callers to gauge the 
success of the retail! and tele phone 
initiatives 
The message to employees is to keep 
says Robin 


In this increasingly competitive 


the focus on our customers 
son 
world, how we deal with each customer 
today and tomorrow will have an effect 


on the success of this organization well 


into the 21t 


rcentury os 



























POSTAL 
fst — 


Service challenge 


from page I 


four recommended high-impact initia 
tives. These included 

* reducing misdeliveries 

* eliminating loop mail — the endless 


ecycling of mail bearing incorrect 


barcodes 


* creating a friendlier 
in retail lobbies and 
on the telephone through the G.L.S.1T 
Thank) of 


Quality Service Program, and 


sional atmosphere 
Greet, Inquire, Suggest 
* acknowledging customer complaints 


within 24 hours; resolving them within 


14 days. (See sto 





ries on pages 4 & 5.) 
These service initiatives deal with 


fundamental issues that will challenge 


our traditional notions about service 


because they place the focus on the needs 


‘And, 


they are so important to the achievement 


of our customers,” says Coughlin 
of our Strategic Plan that we can no 
longer afford to put their resolution at the 


bottom of the list.” 


Five-year view 

“We just completed a year of remark 
able achievements. By handling 
additional workload without more 


resources, productivity increased in each 


of the last four postal quarters. As ¢ 


more profes ° 


—_ 
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“We cannot succeed withc 
We cannot succeed without 
the care and commitment of all 
employees.” 


Michael S. Coughlin — Deputy Postmaster General 


result, the organization cut its projected 
$1.6 billion fiscal year 1990 loss almost 
in half to less than $900 million 

“What this tells me and should tell all 
of us is that employees of the Postal 
Service are capable of accomplishing 
almost anything we set our minds to do 
And that’s good to know,” he says, “be- 
cause 199] will provide new challenges 
no less daunting 

‘This will be a year of balance, as we 
meet the financial challenge of cost con 
tainment and at the same time tackle 
some of our toughest service problems,” 
Coughlin explains 

According to Coughlin, identifying 
these four service initiatives 1s just the 
beginning of the Postal Service's journey 
toward excellence. “The organization 
already has taken a major step toward 
keeping costs below the rate of inflation 
and we continue to improve employee 
relations,” he adds 

“We have the next five years to 
achieve our Strategic Plan goals. Each 
year will present its own challenges, 
but as Postmaster General Frank says, 
there is no finish line, we just have to 
keep getting better. Our real success 
will depend on sharing information 
and decision making.” he adds. “We 
cannot succeed without the care and 
commitment of all employees.” s 
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has a complaint,” says Beate Boyd, 
Consumer Affairs Officer for the San Diego 
Fieid Division. 
While the Postal Service is taken for 
| granted hundreds of millions of times each 
| day, there are times when customers are 
not satisfied. 
“But that’s not the time to give up,” says 


| 
“The buck stops with us when a customer 
i 
| 


Boyd. “More than ever, it’s important to 
| respond to customers and judge our 
| performance on how we treat them when 
| _ they tell us there is a problem.” 
| According to Boyd, the initial contact and 
| approach with each customer is crucial. “It 
| sets the stage for all that follows and lets 
the customer know the complaint was 
| received and will be resolved. 
| 


“Response to a customer concern or complaint needs to be timely,” 
says Boyd, explaining that she and her two-person staff make sure each 
complaint received is acknowledged by phone or card within 24 hours of 
receipt. “The payoff is their continued business. 

“You have to learn to be a good listener because a lot of things are not 
easily resolved,” says Boyd. 

“Concerned customers are often very angry by the time they are 
referred to us, so we just let them get it off their chests,” she says, 
adding that this also means being patient, attentive, and positive. 

“Avoid focusing on the negatives,” she says. “Instead, redirect their 
concern to the positive — what we, the Postal Service, can do to correct 
the problem.” 

Whether a problem surfaces during a phone call or appears on a 
Consumer Service Card, it should not be viewed as a complaint, but an 
opportunity to improve service. 

Says Joanne Killackey, Consumer Affairs Officer for the Boston 
Division, “One key is to treat customers the way you would want to be 


Postal customers pay for and expect 
quality service, she says. When customers 
don't receive that, employees who use 
common sense and common courtesy in 
dealing with the complaint can sometimes 
work wonders. 

In tackling each customer compiaint, 
Killackey says she and her staff think of 
themselves as newspaper reporters. “We 
collect the five Ws: Who, what, when, 
where and why. 

“This is crucial. If the information isn't 
complete and accurate, there is little 
chance of satisfactorily answering or 
finding a solution to the customer's 

“You have to be patient,” says Killackey. 
“The customer needs and deserves your 
full attention, full time.” 























hen the November 20 deadline 
passed for a settlement on wages, 
benefits and work rules between the 
Postal Service and its four largest postal 
unions, it was a lost opportunity for all 
parties involved to work together to 
resolve issues and to guide the direction 
of the Postal Service in the 1990s 

Explains David H. Charters, Senior 
Assistant Postmaster General, Human 
Resources, “Our existence in the delivery 
marketplace depends on continued 
growth in mail volume. That growth 
hinges on stability in postal rates which, 
in turn, are impacted directly by labor 
costs. When management prepared its 
wage and benefits proposals, these 
thoughts were foremost in mind.” 

While employees are most concerned 
about the effect on their jobs of the 
continued deployment of automated 
equipment, automation will help lower 
the combined costs the Postal Service 
and customers pay for the collection, 
processing and delivery of mail 

“Although automation is the key to a 
strong, competitive Postal Service, it also 
means that jobs will change for many 
employees and that job quality — the 
same activity, location and hours — will 
be impacted,” Charters says. “So one of 
our key proposals (see “USPS propos- 
als”) seeks the greater use of career part 
time employees to minimize changes i 


What’s at stake 

“We are disappointed. We believe 
that a contract could have been worked 
out without turning our responsibilities 
over to outside parties. But the unions’ 
demands threaten to price postal workers 
right out of their jobs and mail right out 
of our customers’ reach,” says Postmas- 
ter General Anthony M. Frank 

Adds Charters, “The cost impact of 
the union proposals (see box) would 
have exceeded $50 billion and required 
ati increase in First-Class postage to 43 
cents over the next three years. A 
postage shock of this magnitude would 





shatter the postal budgets of most mailers 
in this country 

“The organization is genuinely con- 
cerned about the vitality of the Postal 
Service and the jobs of existing employ- 
ees,” says Charters. “That's why we 
developed a set of proposals that will 
allow us to control costs to keep postage 
rates reasonable and, at the same time, 
allow employees to share in the financial 
rewards of achieving volume growth and 
productivity increases.” 


The bottom line 

Reaching agreement on a labor 
contract is challenging and often 
difficult 
positions of all 


It means considering the 





USPS proposals 


The six key proposals that make up the Postal Service's contract 
Offer are 

@ to offer lump sum payments as a means of compensating 
employees instead of general wage increases to control labor costs. 
Over the next two years, employees would receive four semi-annual 
payments of $500, for a total cash compensation of $2,000 

w to reward employees with bonuses of up to $1,190 for excellent 
service, efficiency and productivity based on their division's 
performance using periodic comparisons of revenue to paid hours 
and reports generated by the new external measurement system, 
the Customer Satisfaction Index 

@ 10 provide a lower starting salary for the estimated 20,000 
annual new hires to minimize labor costs each year without affecting 
current empioyees. New hires remaining with the Postal Service 
would eventually catch up with the current employees’ salaries over 
an extended period of time. Annual leave benefits for new hires only 
would be pegged to lower levels of 









parties participat 


ing in the discus 
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accumulated leave comparable to 
private sector benefits 


sions 

“But, it also 
means considering 
some who do not 
participate...namely 
our Customers,” 
explains Charters 













Union proposals 


The seven primary proposals the largest 
postal unions offered are: 

@ a 35-hour work week with the same pay 
received now. 

@ a full cost-of-living allowance protection 
— for every 1 percent increase in the 
Consumer Price Index, salary will increase 1 


@ tO adjust the cost-of-living- 
allowance (COLA) only for that portion 
of the consumer price index that 
exceeds 4 percent. COLA was 
introduced years ago as a financial 
buffer during the days of runaway 
inflation. However, with a current 





























“Our decisions percent. 
will have an effect 
on them. Their 
response in turn, 
will have a direct 
effect on all of us wash-up time. 

“Excessive 
terms in a settle- 
ment mean exces 
sive rates for our 
customers who have alternatives to using 
the mails,” he adds. “The result would 
be a reduction in mail 
less work, and less work means fewer 
paychecks 


Less mail means 


“To ensure job security for tomorrow, 
cost restraint is essential today. Without 
continuing steady growth in mail 
volume, there will be in the face of 
growing competition only a limited 
future to look forward to,” Charters 
says. “We can either take our medicine 
in small doses now, or face major 
surgery later.” = 


@ an additional floating holiday. 

@ annual compounding wage increases of 
8 percent, 7 percent and 7 percent, 
respectively, over the next three years. 

® additional break time and additional 


@ upgrading levels of positions. 
@ elimination of casual employees. 


modest inflation rate of 3 - 5 percent. 
this approach would help protect 
employees against major fluctuations 
while at the same time avoid 
contributing to the inflationary spiral 

@ to employ career pari-time 
employees (generally with regularly 
assigned schedules) for up to 30 
percent of the work force. This will 
allow management greater flexibility in 
making staffing adjustments that will be 
necessary as automation becomes 
more and more a part of postal operations. Because jobs will be 
affected, management would rather have the ability to make 
changes in part-time staffing to help minimize the disruption to 
current full-time employees 

@ to change the method of health benefits contribution beginning 
in calender year 1992. At that time, employer contributions would 
be fixed according to employee coverage — farnily or single. The 
Postal Service would contribute up to $145 bi-weekly for family 
coverage and up to $60 bi-weekly for self-only coverage. In addi- 
tion, self-only enrollees would receive a payment up to $10 bi- 
weekly for enroliment in a health benefit plan with a total premium 
below $60 bi-weekly. Employees electing to waive health benefit 
coverage would receive a bi-weekly payment of $20. 
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x y place the focus on the needs 
of our customers,” says Coughlin. “And, 
they are so important to the achievement 


of our Strategic Plan that we can no 
longer afford to put their resolution at the 


bottom of the list 


Five-year view 


We just completed a year of remark 
able achievement By handling 
additional workload without more 


j 


esources, productivity increased in each 


of the last four postal 


quarters. Asa 











“We cannot succeed without 


the care and commitment of all 
employees.” 


Michael S. Coughlin — Deputy Postmaster General 


result, the organization cut its projected 
$1.6 billion fiscal year 1990 loss almost 
in half to less than $900 million 

What this tells me and should tell all 
of us is that employees of the Postal 
Service are capable of accomplishing 
almost anything we set our minds to do 
And that’s good to know,” he says, “be 
cause 1991 will provide new challenges 
no less daunting 

“This will be a year ol balance, as we 
meet the financial challenge of cost con 
tainment and at the same time tackle 
some of our toughest service problems, 
Coughlin explains 

According to Coughlin, identifying 
these four service initiatives is just the 
beginning of the Postal Service's journey 
toward excellence. “The organization 
already has taken a major step toward 
keeping costs below the rate of inflation 
and we continue to improve employee 
relations,” he adds 

“We have the next five years to 
achieve our Strategic Plan goals. Each 
year will present its own challenges, 
but as Postmaster General Frank says 
there is no finish line, we just have to 
keep getting better. Our real success 
will depend on sharing information 
ind decision making,” he adds. “We 
cannot succeed without the care and 


commitment of all employees.” # 
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“The buck stops with us when a customer 
has a complaint,” says Beate Boyd, 
Consumer Affairs Officer for the San Diego 
Field Division. 

While the Postal Service is taken for” 
granted hundreds of millions of times each 
day, there are times when customers are 
not satisfied. 

“But that’s not the time to give up,” says 
Boyd. “More than ever, it's important to 
respond to customers and judge our 
performance on how we treat them when 
they tell us there is a problem.” 

According to Boyd, the initial contact and 
approach with each customer is crucial. “It 
sets the stage for all that follows and lets 
the customer know the complaint was 
received and will be resolved. 


“Response to a customer concern or complaint needs to be timely,” 
says Boyd, explaining that she and her two-person staff make sure each 
compiaint received is acknowledged by phone or card within 24 hours of 
receipt. “The payoff is their continued business. 

“You have to learn to be a good listener because a lot of things are not 
easily resolved,” says Boyd. 

“Concerned customers are often very angry by the time they are 
referred to us, so we just let them get it off their chests,” she says, 
adding that this also means being patient, attentive, and positive. 

“Avoid focusing on the negatives,” she says. “Instead, redirect their 
concern to the positive — what we, the Postal Service, can do to correct 
the problem.” 

Whether a problem surfaces during a phone call or appears on a 
Consumer Service Card, it should not be viewed as a compiaint, but an 
opportunity to improve service. 

Says Joanne Killackey, Consumer Affairs Officer for the Boston 
Division, “One key is to treat customers the way you would want to be 
treated.” 


Postal customers pay for and expect 
quality service, she says. When customers 
don't receive that, employees who use 
common sense and common courtesy in 
dealing with the complaint can sometimes 
work wonders. 

In tackling each customer compiaint, 
Killackey says she and her staff think of 
themselves as newspaper reporters. “We 
collect the five Ws: Who, what, when, 
where and why. 

“This is crucial. If the information isn't 
complete and accurate, there is little 
chance of satisfactorily answering or 
finding a solution to the customer's 
concern,” she says. 

“You have to be patient,” says Killackey. 
“The customer needs and deserves your 
full attention, full time.” 
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hen the November 20 deadline 

passed for a settlement on wages, 

benefits and work rules between the 
Postal Service and its four largest postal 
unions, it was a lost opportunity for all 
parties involved to work together to 
resolve issues and to guide the direction 
of the Postal Service in the 1990s 

Explains David H. Charters, Senior 
Assistant Postmaster General, Human 
Resources, “Our existence in the delivery 
marketplace depends on continued 
growth in mail volume. That growth 
hinges on stability in postal rates which, 
in turn, are impacted directly by labor 
costs. When management prepared its 
wage and benefits proposals, these 
thoughts were foremost in mind.” 

While employees are most concerned 
about the effect on their jobs of the 
continued deployment of automated 
equipment, automation will help lower 
the combined costs the Postal Service 
and customers pay for the collection, 
processing and delivery of mail 

“Although automiation is the key to a 
strong, competitive Postal Service, it also 
means that jobs will change for many 
employees and that job quality the 
same activity, location and hours — will 
be impacted,” Charters says. “So one of 
our key proposals (see “USPS propos 
als”) seeks the greater use of career part 


time employees to minimize changes.” 


What's at stake 

“We are disappointed. We believe 
that a contract could have been worked 
out without turning our responsibilities 
over to outside parties. But the unions’ 
demands threaten to price postal workers 
right out of their jobs and mail right out 
of our customers’ reach,” says Postmas 
ter General Anthony M. Frank 

Adds Charters, “The cost impact of 
the union proposals (see box) would 
have exceeded $50 billion and required 
an increase in First-Class postage to 43 
cents over the next three years. A 


postage shock of this magnitude would 





shatter the postal budgets of most mailers 
in this country 

“The organization is genuinely con 
cerned about the vitality of the Postal 
Service and the jobs of existing employ 
ees,” says Charters. “That's why we 
developed a set of proposals that will 
allow us to control costs to keep postage 
rates reasonable and, at the same time, 
allow employees to share in the financial 
rewards of achieving volume growth and 


productivity increases.” 


The bottom line 

Reaching agreement on a labor 
contract is challenging and often 
difficult. It means considering the 


positions of all 











USPS proposals 

The six key proposals that make up the Postal Service's contract 
offer are 

® to offer lump sum payments as a means of compensating 
employees instead of general wage increases to control labor costs 
Over the next two years, employees would receive four semi-annual 
payments of $500, for a total cash compensation of $2,000 

@ to reward employees with bonuses of up to $1,190 for excellent 
service, efficiency and productivity based on their division's 
performance using periodic comparisons of revenue to paid hours 
and reports generated by the new external measurement system. 
the Customer Satisfaction Index 

w® to provide a lower starting salary for the estimated 20,000 
annual new hires to minimize labor costs each year without affecting 
current employees. New hires remaining with the Postal Service 
would eventually catch up with the current employees’ salaries over 
an extended period of time. Annual leave benefits for new hires only 
would be pegged to lower levels of 
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“But, it also 
means considering 
some who do not received now. 
participate...namely 
our customers,” 
explains Charters 
“Our decisions percent. 
will have an effect 
on them. Their 
response in turn, 
will have a direct 
effect on all of us wash-up time. 

“Excessive 
terms in a settle 
ment mean exces 
sive rates for our 
customers who have alternatives to using 
the mails,” he adds. “The result would 
be a reduction in mail. Less mail means 
less work, and less work means fewer 
paychecks 

“To ensure job security for tomorrow, 
cost restraint is essential today. Without 
continuing steady growth in mail 
volume, there will be in the face of 
growing competition only a limited 
future to look forward to,” Charters 
says. “We can either take our medicine 
in small doses now, or face major 


surgery later.” » 


Union proposals | 


The seven primary proposals the largest 
postal unions offered are: 
@ a 35-hour work week with the same pay 


@ 2 full cost-of-living allowance protection 
— for every 1 percent increase in the 
Consumer Price index, salary will increase 1 


| 

@ an additional floating holiday. 
= annual compounding wage increases of | 
8 percent, 7 percent and 7 percent, | 
respectively, over the next three years. 
@ additional break time and additional | 


@ upgrading levels of positions. 
w elimination of casual employees. 






accumulated leave comparable to 
private sector benefits 
@ to adjust the cost-of-iving 
allowance (COLA) only for that portion 
of the consumer price index that 
exceeds 4 percent. COLA was 
introduced years ago as a financial 
buffer during the days of runaway 
inflaton. However, with a current 
modest inflation rate of 3 - 5 percent 
this approach would help protect 
employees against major fluctuations 
while at the same time avoid 
contributing to the inflationary spiral 

@ 10 employ career pari-time 
employees (generally with regularly 
assigned schedules) for up to 30 
percent of the work force. This will 
allow management greater flexibility in 
making staffing adjustments that will be 
necessary aS automation becomes 
more and more a part of postal operations. Because jobs will be 
affected, management would rather have the ability to make 
Changes in part-time staffing to help minimize the disruption to 
current full-time employees 

@ to change the method of health benefits contribution beginning 
in calender year 1992. At that time, employer contributions would 
be fixed according to employee coverage — family or single. The 
Postal Service would contribute up to $145 bi-weekly for family 
coverage and up to $60 bi-weekly for self-only coverage. In addi 
tion, self-only enrollees would receive a payment up to $10 bi 
weekly for enroliment in a health benefit pian with a total premum 
below $60 bi-weekly. Employees electing to waive health benefit 
coverage would receive a bi-weekly payment of $20 








’ 




































& September, the Postal Service 
announced postal sites that were 
regional and national winners in a con- 
test to improve the readability of mail 
and laid out $60,000 in merit awards 

A month later, the Postal Service 
launched a nationwide campaign to get 
customers to address their mail properly 

Why is the Postal Service spending 
millions of dollars on campaigns and 
contests to make the mail more readable? 

Simply put, mail must be readable if it 
is to be processed on the automated 
equipment in which the Postal Service is 
The more 
readable the mail is, the more of it high- 


investing billions of dollars 


speed automation can handle 

“If we don’t have complete, accurate 
and readable address information, many 
of the advantages of automated process- 
ing are lost,” explains Peter A. Jacobson, 
former Assistant Postmaster General, En- 
gineering and Technical Support, and 
now Northeast Regional Postmaster 
General. “For automation to work most 
effectively, addresses must be complete, 
clear and accurate.” 

From a financial standpoint, the 
Postal Service would like to achieve the 
maximum return On its investment in 
automation to help keep costs down 





Readable masil 


But more than just money is involved, according to Jacob 
son, “The reasons for making the mail more readable are inter 
related 

“For example, by letting us get the most out of automation, 
readable mail helps us cut our operating costs and give better 
and higher-quality service to our customers,” Jacobson says 
“So by keeping our operating costs in line, we can keep the 
increase in postal rates below the increase in inflation 

“Likewise,” he adds, “when we keep our rates in line and 
give better, more consistent service, our business will continue 
to grow. And, as our business grows, we can offer more job 
security and more career opportunities, among other things.” 

Readability is a key to success of the Postal Service’s Cor 


porate Automation Plan and its companion, the “40/40/20” Pro- 


gram. Under 40/40/20, larger-volume mailers by 1995 will be 
expected to prebarcode at least 40 percent of the letter-mail 
volume. Another 40 percent will be barcoded by multiline 
optical character readers (MLOCRs) 

The remaining 20 percent of letters that can’t be read by 
automation equipment 


handwritten 


mostly because the addresses are 
will be processed with remote barcoding equip 
ment 

“Remote barcoding is the most expensive way to get a bar 
code on a mail piece,” Jacobson points out 


Without the Postal Service’s Corporate Automation Plan, in- 


troduced in 1988, Jacobson estimates that about 100,000 addi 
tional workyears would have been required by the end of 1995 
to move the same amount of mail. Putting more employees on 
the payroll would increase costs so much that the Postal 
Service would stop being competitive in many areas 


“Our rates would have to go up faster than inflation,” he 
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says, “and more mailers would take their 
business to the competition. Express 
Mail users would switch to other over- 
night delivery services; many users of 
bulk business mail would shift to adver- 
tising in newspaper inserts, magazines 
and radio; or, take advantage of alterna- 
tive delivery services.” 

Jacobson points out that readability is 
important for the mail customers barcode 
as well as the mail that bears only an 
address. “If customer bar codes aren’t 
readable, or if they don’t match the ad- 
dresses, all the advantages of automated 
processing are lost.” 

“And, of course, if the addresses 
aren't complete and accurate, and if 
they're not properly placed and printed 
or typed, the job of our multiline optical 
character readers becomes difficult or 
impossible 

Readability improvement, Jacobson 
says, is critical to more than keeping 
postage rate increases from exceeding 
the rate of inflation. It’s also a key to 
keeping up with growing population and 
mai! volume, and making delivery more 
accurate and timely. a 
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Harrisburg’s winning 
readability 
improvement team 
members include 
(standing, left to right) 
John Kapp, manager of 
commercial accounts; 
Joseph Laurito 
manager, engineering 
technical unit; John 
Murphy, automation 
readability specialist; 
Charles Filbey, manager 
of address programs 
support; Robert 
Tschantz, maintenance 
programs specialist 
and, (seated) Dale 
Ferguson, manager of 
merchandise & 
promotions. Not 
pictured are team 
members Carol Franklin, 
quality control 
specialist; Frank Gallub, 
associate office 
coordinator; Lee House, 
manager, technical 
sales; Terry Koller, 
multiline directory 
analysis specialist 


A RS prea cbatnge he Harrisburg MSC team implemented several dozen ideas for among the five regional winner 














battle 211 years ago, Admiral John oosting readability. Its competitors came up with dozens more Serving on the winning Harrisburg tean 
Paul Jones was asked if he was ready to Within postal facilities, the teams changed everything from with Kapp and Tschantz were Dale 
2 up. “Sir, | have not yet begun to fight sortation software to the way Ferg T dise and 
: famous reply and done. They arranged f f of bey, manage 
There's a parallel in the attitude of a 10 g 0 dability ddre f Frank 
nber readability improvement team from he outside, they aggressively pursued key customer groups quality Frank Gallub 
Harrisburg, PA, Management Sectiona through meetings, mailings, and special promotions. Major associate office rdinator; Lee House 
MSC were persuaded to barcode their mail. Advertising manage y Kolle 
few weeks after the team's new agencies and printers were sensitized to think about Postal Service —_ multiline y y 
as for improving mail readability made it automation guidelines in designing ma »ph Laurito eering 
national winner of the Postal Service's The Harrisburg MSC’s team, for instance, targeted 150,000 te Murphy 
Readability Improvement Leadership to medium business customers in a major campaign called omatic f 
Awards (RILA) for 1990, the team was Bottom Line.” It included four different postcard mailings in the ther teams that won $1 ) reg 
year’s competitior space of a week, plus promotional stickers on delivery vehicles and awards were by region: Northeast 
a lot of room for collection boxes, distribution of promotional sunshades and Poughkeepsie, NY; Central, Nortt 
ovement,” contends Robert Tschantz magnetic “how-to-address” reference cards and special signs for Suburbar Southern, San Antonio, TX 
tenance program specialist and a barcoded mail slot and Western, Las Vegas, NV 
n Team leader John Kapp, the MSC’s manager of commercia prese ward, Richard 
4¢ accounts, said the team recognized that “there’s no way you're A Postrr 
rit award at the National Postal Forum going to get the maximum amount of production out of your | er Service 
t September — a $10,000 national award machines if the mail isn't ready to be read and processed when it winne You are 
d a $10,000 award as the Eastern gets to the post office try some new ideas 
Region's RILA winner. Most of the team To help keep equipment in use, the Harrisburg MSC maintenance 0 2 your successes witt 
nembers then shared their winnings with department changed the way it does maintenance checks. Some others... Fifty individuals working togethe 
other MSC employees are done more often, some less often, others moved to different have demonstrated to all of us that we 


n place of a merit 
winning team will be eligible for a trip to th eliminate shutdowns of MLOCRs to vacuum critical areas 
1992 Summer Olympic Games in Nationally, 146 automation sites were eligible for the RILA 
Barcelona, Spain. The Postal Service is a Regional officials selected winners in their regions last August. A 
‘ sor of the 1992 Olympics Headquarters committee then picked the national winner from 
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award, this year’s tours. A continuous vacuum system was designed and installed to CAN make a difference.” » 











na cool, sunny morning last 
October in Berne, Switzerland, 

delegates to a Universal Postal Union * 

(UPU) meeting paused to celebrate the 

| 16th anniversary of the founding of the 

169-member organization of the world’s 

postal administrations 

The slogan for World Post Day 1990 
proclaimed: “The post always and every- 
where.” 

While the words reflect the historic 
UPU role of binding the nations of the 
globe together by improving interna- 
tional mail service, the future role of 
UPU and the vitality of the international 
mail business of member postal admini- 
strations was undergoing intensive 
debate inside the UPU’s conteniporary 
headquarters building in the picturesque 
Swiss city 

On the minds of UPU delegates is the 
fact that a largely American export 
private sector competition in postal serv- 
ices — has spread across national 
boundaries. Courier services led by 
Federal Express Corp., United Parcel 
Service, DHL International Ltd. and the 
Australian-based TNT Skypack have 
moved in force into the courier market in 
most foreign nations. In another part of 
the market, “remailers” have taken 
business from post offices. They offer 
rates for business letters and lightweight 
printed matter 30 percent lower than 
those available at the post office and 
have chipped away at that end of the 
postal market ‘ 

International postal traffic has 
declined at a time when international 
trade and exports grew strongly; in the 
United States, for example, the Postal 
Service share of the world mail market 
fell from 32 percent in 1987 to 24 
percent in 1989 

To combat the competition, the 
member nations of the Universal Postal 
Union adopted the “Washington General 
Action Plan” at last year’s 20th UPU 
Congress in Washington, DC. The 
plan's major thrusts are “caring for the 
customer” and #mproving the quality of 
service 

In the United States, top postal 


managers signed off on an initiative to 
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On the minds of UPU delegates 
is the fact that a largely American 


export — private sector competi- 
tion in postal services — has 


spread across national boundaries. 


turn around the decline in international mail — a market with a 
billion dollars in revenue. A cornerstone of the domestic effort 
to revive international mail is U.S. participation in the UPL 

Associate Postmaster General Edward E. Horgan Jr., who 
chaired the Washington Congress, which outlined a new role 
for UPU, says, “The United States has a unique leadership 
opportunity not enjoyed by its predecessors — to make the 
UPU a dynamic force during this five-year period. And, 
because of the urgency of the current market situation, the 
United States also faces a substantially greater challenge than 
that faced by our predecessors.” 

Thomas E. Leavey, Assistant Postmaster General, Interna 
tional Postal Affairs, is playing a key role in helping UPU meet 
the private sector chalienge. He serves as chairman of the 
UPU’s Executive Council, which manages the work of the 
At the 1989 Washington 


Congress, the council was assigned ambitious goals 


UPU between the Congresses 
raise 
service quality, encourage technological advances and respond 
to new market needs. 

“The UPU has critics who think it is not capable of respond 
ing to change quickly and effectively,” says Leavey, “but the 


attractiveness of a world postal system is a unified world postal 





territory. We offer customers a system 
they can access anywhere in the world, 
which has letter carriers going to every 
home and business in the world.” 

Leavey’s success in managing the 
Executive Council and moving the union 
toward grappling more successfully with 
the challenges of competition will affect 
both the future U.S. international mail 
business as well as the future of the 
global network. A five-point plan will 
guide his actions until the next Congress 
in Seoul, Korea, in 1994 


Promoting quality of service 

If worldwide door-to-door reach is a 
major selling point for the UPU network, 
quality service as defined by today’s 
more demanding customers, particularly 
for Express Mail Service (EMS), has 
been an Achilles heel. 

“The number one thing we've got to 
do is have all nations work on improving 
quality of service,” says Colin Mowbray, 
manager, International Postal Affairs for 
New Zealand Post Ltd. “You've got to 
get your quality right — not just in EMS 
but all the services offered — or your 
customers aren't going to stay with you.” 

John Wargo, Assistant Postmaster 
General, Marketing Department, says, 

S in 
each of our countries, not just the 





“We need to sell delivery of E 


collection service we provide. UPU 
member nations are a network; we need 
to sell the international delivery network 
and not just performance in our own 
countries.” 

The UPU staff in Berne now does 
quality control testing for EMS twice a 
year. In addition, the Washington 
Congress requires administrations to set 
service standards for handling inbound 
and outbound mail. “One of the primary 
goals of the Executive Council is to 
adopt an international measurement 
system that tracks performance for EMS 
and other mail,” says Tom Leavey 
“We've recognized that the market 
demands time-definite services.” 

Another goal is integrating the 
international network through telecom- 
munications links, using it to transmit 
dispatch and customs documentation. 
























Assistant Postmaster General Thomas E 
Leavey (left) and Associate Postmaster General 
Edward E. Horgan Jr. (second from left) discuss the 
changing role of the Universal Postal Union with 
other UPU delegates at a recent meeting in Berne, 
Switzerland 


Work also is going forward on develop- 
ing standardized bar code technology 
Another project pioneered from private 
sector deliverers is a track and trace 
system for EMS 


Building postal business 

A year ago, the Washington 
Congress agreed the role of the UPL 
should shift from a rule-making body to 
one that seeks to expand world postal 
business 

“Postal administrations now have 
much more freedom in defining service 
categories and setting rates,” says APMG 
Leavey, “so they may offer services on 
nore comparable terms to those offered 
by private couriers.” An example is the 
new International Business Reply 
Service, introduced in January 1990 by 
the Postal Service 


Market research, with the end product 





Operation Turnaround 


The Postal Service has been charging up to make 
improvements in international mail. The goal: To better meet 
customer expectations and manage costs. 

There are six main changes that cut across several functional 


areas. They are: 
+ Established 


initial acceptance. 


Business Reply Mail. 





operational guidelines to process incoming non- 
dutiable Express Mail Service (EMS) pieces so they are ready for 
dispatch no later than four hours after receipt from air carriers. 
Outgoing EMS must be processed and dispatched the day after 


+ Appointed 10-international account representatives to market 
and sell international postal services under the umbrella name of 
WORLDPOST. 


. Made field managers accountable, for the first time, for 
service performance on international EMS. 
+ Introduced a new international product — International 


+ Made progress in setting up a tracing and tracking program 
for EMS, an automated dispatch and billing system for exchange 
offices and a service performance measurement system for EMS. 

+ Kicked off a “total quality” approach to handling international 
mail at JFK and LaGuardia Airmail Facilities. 


to be a worldwide marketing plan for all postal administrations 
was the subject of a marketing symposium in Berne chaired by 
the United States. Presentations by Herbert N. Cantor, acting 
manager, International Marketing Branch, on the USPS* 
international mail market strategy, and Gregory M. Whiteman, 
director, Office of Market Research and Systems Management, 
on the Marketing Analysis Information System (MAIS), 
highlighted the symposium 

MAIS, currently used by the Postal Service as an automated 
way to access and analyze significant market-related data, was 
presented by Tom Leavey and John Wargo to the UPU as the 
basis for a worldwide marketing plan. “Without market 
research and data about the needs of customers, UPU will not 
be able to prosper and survive as a postal network,” Leavey 
Say Ss 

John Wargo, APMG, Marketing, who chaired the market 
research symposium, also offered to develop a manual on 
market research for use by developing countries in the UPL 
network. “Each nation needs to begin to develop a greater 
With the use of MAIS and 
development of the manual, we are beginning to work a 


awareness of market conditions 


transformation in the new marketing tools and techniques we 
need to serve the customer,” he says 

In January 1991, a new terminal dues 
system will come on line with separate, 
more cost-related charges for letter and 
printed matter mail categories, which 
should help combat remailing. Terminal 
dues are payments to one postal admini 
stration by another for the cost of 
conveying, sorting and delivering 
international mail 


Promoting international 
cooperation 

As chairman of UPU’s Executive 
Council, APMG Leavey wants to 
develop closer working relationships 
with regional organizations of postal ad 
ministrations called restricted unions and 
with UNIPOST, an international corpo- 
ration formed by a group of postal ad- 
ministrations from European and other 
developed nations. 

“UNIPOST is impatient with the 


UPU for not moving fast enough, but in- 











creased cooperation between the two can 
tie the world together; we need to 
strengthen these links,” Leavey says 


Increasing the UPU’s 
effectiveness 

With the support of the current 
Director General, Adwaldo C. Botto de 
Barros, reelected to another five-year 
term in 1989, Leavey has the Postal 
Service involved with other nations in a 
study to restructure the UPU to make it a 
more dynamic organization. The use of 
outside technical experts and loaned 
managers and professionals from various 
postal administrations also will help the 
UPU get projects finished more quickly 
and effectively, he says 
Increasing resources 
committed to the UPU 

To build a better universal network, 
some developing nations need technical 
assistance to make improvements in the 
quality of their mail services. To help 
them, the Washington Congress estab 
lished six regional technical cooperation 
counselors. They will evaluate projects 
in their regions and seek funding through 
the United Nations Development 
Program and other possible sources 

“We are putting much more emphasis 
on developing the postal network in all 
countries, not just concentrating on 
improving our exchange of mail with the 
25 or 30 developed nations,” says 
Leavey. “Next year we will offer 20 
scholarships at our management acad 
emy for foreigners to come and study, 
and we are providing many more 
consultants to go abroad to help develop 
ing nations 

“It all connects to the UPU’s mission 

creating a single territory where the 
maijl is handled with the same care as it 
would be in your own country.” a 
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When Melva L. 
Thomas-Reed 
(left) sawa story 
inthe newspaper 
more than a year 
ago about a 
project ta, build 
a “Women in 
Military Service 
for America 
Memorial,” it 
= touched a nerve 
= she didn't know 
she could feel. 

A clerk in the 
Phoenix Division for six years, Thomas-Reed served in 
the Marine Corps from 1958 to 1961. She is one of the 
hundreds of thousands of women who have served this 
country in the military, but who are all but forgotten in 
the many Armed Forces and war memorials across the 
country and in Washington, DC. 

“From the moment | read about it,” recalls Thomas- 
Reed, “I knew | wanted to be involved in raising people's 
awareness about the project, in raising money toward 
the $15 million goal and in helping to locate women 
veterans who can share their history as part of the 
memorial’s computer history. No official record exists 


Honoring the past 


of all of the more than 2 million 
women who have served over the 
last 200 years.” 

Since joining the effort, Thomas- 
Reed says she has found seven 
women veterans working her shift 
at the post office, including one 
Army veteran whose mother was 
an Army Air Corps veteran. “At 
first, | handed out pamphlets at 
work,” she says. “But we still 
need to locate a lot of women 
veterans and to raise alot of money 
for the memorial. 

“To date, we have raised about 
$2 million of the $15 million needed 
by November of 1991 to begin 
construction,” explains Thomas- 
Reed. “The memorial will be 
located on the semi-circular gate 
at the entrance to Arlington 
National Cemetery in Virginia. A 
lot of people have told me it's 
about time. | couldn't agree with 
them more.” 
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Serving America 


Mike Gantt (below) a custodian 
at Postal Service Headquarters in is.’ 


just how precious mail from home 


Washington, DC, is no stranger to 
military action. In 1975, he served 
with the Army infantry in Vietnam 
and assisted in the final U.S. 
evacuation of Saigon 

Now, as a licensed practical 
nurse in the Army Reserve 115th 
Mobile Army Surgical Hospital or 
MASH Unit, Gantt 
recently shipped 
out to another 
political and 
geographic hot 
spot — Saudi 
Arabia. . 

Like many other a 
postal employee 
reservists around 
the country who 
have been called 
up, Gantt says he 
has no idea how 
long his unit will 
serve in the 
desert or where 
he will be 
Stationed. 

“But as soon as 
we get settled in, | 
plan to send all of 
my co-workers 
and friends my 
address,” Gantt 
explains. “Now 
that | work for the 
Postal Service, | 
really appreciate 


Philosophical about his desert 
service, Gantt says he'll take it one 
day at a time. But, he adds, “When 
| signed up, | knew the possibility 
existed for some conflict in the 
future. I’m going because it’s my 
job, and I'm proud to serve in the 
reserves.’ 
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Pat McCabe 


Just like family 

For youngsters in the Beverly 
area of Texarkana, AR, letter carrier 
W Jordan (above) is 
nothing short of a hero. This 10- 
year postal veteran, who has be 
come a role model for success for 
the kids in this economically de 
pressed area, sponsors an annual 
picnic that helps foster a sense of 
pride in their neighborhood among 
the children and their parents 

really don't remember how it 

began,” says Jordan. “I started 
delivering mail in the area in 1982 
and seemed to be drawn to these 
kids who don't have very much.” 

After a few months, Jordan, a 
father of two, knew every child by 
name, and won their affection by 
showing his concern for them and 
by encouraging them to always do 
their best. During his second year 
on the route, he decided to throw a 
picnic that August, providing all of 
the planning and the food. About 
50 people came 

Everyone seemed to love it,” he 
explains, “and it took off from there 
More than 300 people came last 
year 

After foot surgery in 1988, Jordan 
transferred to a route that required 
less walking than the Beverly route 
No one liked it when | left, but | still 
visit my ‘kids’ regularly and | still 
lan the picnic 

It may seem a little crazy,” 
Jordan says. “Some people look 
forward to vacations, but | look 
forward to planning my Beverly 
neighborhood picnic. The people 
there are like family to me, and | get 
back much more than | ever gave.” 
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(This is part of a series of articles profiling postal 
employee Olympians.) 

The only time she goes swimming 
now, quips Shirley Babashoff, “is when 
I go out on my route when it’s raining.” 
But there was a time when Babashoff 
swam every morning, afternoon and 
sometimes at night, seven days a week, 
logging more than 10 miles per day. 
Now aletter carrier in Huntington Beach, 
CA, she walks about seven miles a day 
delivering mail. 

Babashoff, 34, says she’s excited 
about the U.S. Postal Service sponsor- 
ship of the 1992 Olympic Games in 
Spain. “I think it’s great that the Postal 
Service is sponsoring the 1992 Olym- 


pics, but i don’t see enough publicity about it,” she says. “I 
think every person in the world should know about the 
sponsorship. Once people know, I think they'll have a 
different outlook about the Postal Service. I wish they had 


done it before.” 


Babashoff was one of America’s darlings and the pride 


of Fountain Valley, CCA, when 
she returned home from the 
1972 Olympics in Munich, 
West Germany with one gold 
and two silver medals, and a 
fourth place in individual and 
team freestyle swimming. 
The 1976 Olympics in 
Montreal, Canada, was a 
family affair. Her brother, 
Jack, now 35, won a silver 
medal in the 100 meter free- 
style. She bettered her 1972 
performance by bringing 
home one gold and four silver 
medals in freestyle events. 
Babashoff soon will be in 
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the limelight again as acham- 
pion swimmer, but not as a 
competitor in the 1992 Olym- 
pic Games. Her name and her 
accomplishments will be 
splashed across silver screens 
around the world. “Some 
Hollywood people are writ- 
ing a script now about my life 
and the movie is scheduled 
for release before the 1992 
Olympic Games,” Babashoff 
beams. “Part of the story line 
will be about the use of 
steroids by the East German 
swimmers in the 1976 games.” 


A vocal anti-drug, anti-smoking advocate, Babashoff 
was criticized for alleging that the East German women 
swimmers were using steroids. “They looked at me like I 
was a poor sport and was angry only because they beat me,” 


Shirley Babashoff, the 1972 
and 1976 star of the American 
women's Olympic swim team 
in her 1972 appearance (right) 
in Munich, West Germany, 


says Babashoff. “Fourteen years later, these athletes admit- 


ted they used steroids during the Olym- 
pic Games. All of the girls who were 
taking steroids in 1976 and who have 
had children had deformed babies. I guess 
that’s a dreadful side effect of steroids 
and drug abuse.” 

Babashoff says she applied fora Postal 
Service job four years ago after her son, 
Adam, was born. “I had tried teaching 
swimming, giving private lessons and 
coaching for 12 years,” she says, “and 
later worked as an assistant manager of 
a sporting goods store 48 hours a 
week.” 

Crediting her mother, who died re 
cently, with encouraging her to try fora 
job with the Postal Service, Babashoff 


says she was hired a year after she took the test and 
became a city carrier in March 1988. “Everything I’ve 
done in life was because of my mother. She always 
steered me in the right direction.” 

Babashoff describes herself as a “no-nonsense” per- 
son. “When I get to work in the morning, all I know is I 


want to get my job 
done,” she explains. 
“Because of my 
Olympic training, I 
think I can handle 
tough situations 
pretty well. I’ve al- 
ways worked hard 
and worked. with a 
supervisor, whether 
it was my mother, 
my teachers or my 
coach. 

“I think you 
carry the disci- 
pline you learn 
early in life 
with you forthe 
rest of your life 
in other fields,” 
Babashoff 
adds. “I swam 
inthe morning, 
went home and 
got ready for 
school, did my 
homework af 
ter school, and 
went to prac- 
tice at night. I 
had a schedule 
and I stuck to 
it. I do that in 


my job now. That’s my goal. I push myself to stay on 
schedule. It’s like pushing yourself to be at one end of the 
pool in a certain number of seconds. And I’m always 
striving to improve.” 
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irthplace to one of America’s most 
famous battle crie 


the Alamo’ 


wraps itself around a picturesque 
I I 1 


>member 
San Antonio today 


combination of Old World charm and 
modern urban life 
“It’s one of the prettiest areas I’ve 
seen,” says letter carrier Sylvia Binger, 
who moved to San Antonio from 
My hus- 
ming, saw the city 
for the first time 1 in love with it, and 


Wisconsin three years ago 


band and I were vz 


decided to move here 

Binger’s attraction to the city isn’t 
unique. More than 10 million people 
from around the world visit San Antonio 
each year, making tourism the city’s 
second largest industry. (The greatest 
economic boost comes from the numer 
ous military complexes within the 
metropolitan area.) 

‘The most famous and popular 
attraction, of course, is the Alamo,” says 
August Penalver, a distribution clerk at 


the J.F. Dobie Station 


“But there is so much else to see and 
do.” he says. “San Antonio has occupied 
a position of major importance in South 
Central Texas for more than 250 years 
and it is steeped in Hispanic heritage.” 

More than 50 percent of the population 
has Hispanic surnames, but San Antonio 
also has become a center for many other 
cultures, according to San Antonio Division Hispanic Coordi 
nator Tony Ramirez 

“Festivals year-round celebrate the contributions of native 
Americans, along with the German, Irish, and Greek influen 
introduced by immigrants to the area,” he says 
“We cherish and honor the past, yet continue to move 
“| think I would call San Antonio a 
city of ‘past, present and promise.” ~ 


forward,” says Ramirez 


This blend comes together in downtown San Antonio where 
the city offers a concentrated mixture of sights and sounds 

“The Alamo, built in 1724 and originally called Mission San 
Antonio de Valero, lies at the center of Old World history,” 
says Penalver. “From there, within easy walking distance or a 
short 10-cent streetcar ride, history continues to unfold at the 
Spanish Governor's Palace and San Fernando Cathedral.” 

La Villita, the area in which Santa Anna’s army camped 
during its siege of the Alamo, now is a collection of restored 
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Connie Gee, acting superintendent of window 
services, and distribution clerk August Penalver 
share a close encounter with Shamu, star attraction 
at Sea World of Texas (top). No less colorful or 
exciting are attractions along San Antonio's River 
Walk (above), where letter carrier Sylvia Binger and 
window clerk Otto Strey escape the midday sun 


original houses occupied by restaurants, 
shops and craft stores 

Then, by car, it’s a short hop to the 
Mission Trail 

“The Mission Trail is America’s most 
complete Spanish Colonial mission 
complex -—— consisting of the Alamo’s 
four sister missions to the south along 
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the San Antonio River,” says Penalver 

The missions — Concepcion, San 
Jose, San Juan Capistrano, and San 
Francisco de la Espada — were built 
between 1720 and 1731, and still serve 
is active Catholic churches 

Two blocks from the Alamo, the San 
Antonio River has been diverted intoa 
channel that provides the setting for the 
city’s River Walk (Paseo del Rio) 
Twenty feet below street level, the water 
meanders its way through the downtown 
business district 


“It’s really nice to come down to this 


area,” says letter carrier Monica Clayton, 


f the Cedar Elms office, who moved to 

the city six years ago from Arizona 
The River Walk is beautiful in 
ring, and it really shines at Christmas 
when merchants decorate the trees lining 
the walkways,” she says 
The River Walk stretches for more 

than two miles along cobblestone and 
flagstone paths at water's edge, and 


offers welcome relief and cooling shade 


Appreciating the many sights and sounds 

of San Antonio's Hispanic heritage 

(film strip above, right to left) are 

letter carrier Monica Clayton and Division 
Hispanic Coordinator Tony Ramirez in front of the 
Alamo; Penalver outside San Fernando Cathedral; 
and Penalver and Gee admiring the Mission San 
Jose. 


from the summer sun 

“The walkways wind their way past 
European style sidewalk cafes, specialty 
boutiques and restaurants offering a 
variety of cuisines,” adds Clayton 

Rivercenter, on the eastern edge of 
River Walk, is a browser's paradise, 
according to Connie Gee, acting superin 
tendent of window services at the San 
Antonio GMF 


shops and restaurants, and entertainment 


There are more than 130 


can be found around almost every 
corner 

“Then there’s HemisFair Park, home 
of the 1968 World's Fair and the Tower 
of the Americas,” says Otto Strey, a 
window clerk at the Downtown Station, 
adding that the tower is topped with a 
revolving restaurant and observation 
deck some 622 feet above the city 

If that isn’t enough, a streetcar ride 
will transport you eight blocks to Market 
Square — billed as the largest Mexican 
market outside of Mexico 

Some 16 miles northwest of San 
Antonio is Sea World of Texas — the 
world’s newest and largest marine 
zoological park. Spread over 250 acres, 
the educational exhibits, shows and 
special events offered can easily fill an 
entire weekend for even the most 
ambitious visitor, according to Gee 

“The killer whales are really beauti 
ful,” she says of the park’s star attrac 
tions Baby Shamu, Shamu, Namu and 
Kandu. s 

(For a tree vacation kit or further information about San Antonio, 


contact the San Antonio Convention & Visitors Bureau, P.O. Box 2277, 
San Antonio, TX 78298-2277, or call (512) 270-8700. 





HEALTH & SAFETY 


As the holiday season draws to a close, consider making 
one of your New Year's lutions the ¢ t to use 
Safety belts in your car, and to encourage those who ride 
with you to do the same. 

Despite laws in many states now requiring drivers and 
passengers to wear safety belts, traffic accidents involving 
people who don't use these belts remain the number one 
killer of Americans between the ages of one and 34, 
according to the U.S. Department of Transportation. In 
1989, more than 45,000 people were killed on the road, and 
that number is expected to increase when 1990 figures are 
totaled. 

Even though 
lap and 
shoulder belts 
can reduce the 
risk of fatal or 
serious injury 
by more than 40 
percent, most 
Americans still 
drive or ride in 
cars without 
taking the time 
to buckle up. 

Many who 
did take the 
time to 
buckle up 
are alive 
today to 
talk about 
it. Since 
1983, in fact, 
the Trans- 
portation 
Department 
and National 
Safety 
Council 
estimate that 
safety belts 
have saved more 
than 15,500 lives. 
And those 
numbers 
continue to 
increase. 

Thirty-three 
States and the 
District of Columbia 
already have safety beit laws, and belt use is gradually 
increasing. In 1982, only 11 percent of motorists used 
safety belts. By 1989, that number had increased to 47 
percent. 

The Postal Service, more than ever, believes that the use 
of safety belts can prevent injuries and deaths. In fact, the 
evidence that safety belts save lives remains so 
overwhelming that the Postal Service policy established in 
1986 remains unchanged: $10,000 will be paid to the estate 
of any postal employee who, while in a pay duty status, 
sustains fatal injuries as the result of a job-relaied motor 
vehicle accident while wearing a safety belt. = 





Seat belts 
and you: 

A winning 
combination 
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| OWCP fraud and abuse: 
an expensive game 





no one wins 


hile co-workers shouldered the workload, a 
New Haven, CT, letter carrier collected more than 
'E $45,000 over a three-year period for not working. 
But Postal Inspectors were working. They arrested the 
carrier last June and charged him with defrauding the gov- 
| 





ernment to receive workers’ compensation benefits. 
/ 
According to Kenneth M. Hearst, “A second type of fraud and abuse 
assistant chief inspector-Criminal Inves- involves employees who intentionally | 
tigations, the employee pleaded guilty to fake or exaggerate an on-the-job injury, / 
often with the intent never to return to / 
“Falsified 2 / 


falsifying documents in order to continue 
the workplace.” adds Hearst. 
documents, completed by either the 3 


receiving compensation for injuries sus- 
P tained in a 1974 accident 
Following the accident, the letter car- employee or the physician, are submitted 
rier claimed he had neither worked for an to support claims for OWCP benefits.” 3 | 
employer nor been self-employed. An OWCP exists to help workers truly e% Iny, 
investigation, however, found that he op injured on the job, says Hearst. But > | Gz E 
erated a profitable private business from some employees, by intent or through 5 / ALS, Fy, 
July 1986 to January 1989 misinformation, either fake a work 3 / re} IN, 
Convicted in Federal court, the carrier related injury or take advantage of the 
system to collect benefits to which they i tiny 


agreed to repay the $45,527 in compen 
are not entitled 
The maintenance mechanic 


In December 1984, a mechanic at the 
$33.868 he collected illegally and was 


sation payments he fraudulently receiv- 


ed, and he still faces up to five years in 
reported injuring his back and was removed from the Postal Service 
The distribution clerk 


main post office in Cincinnati, OH, 
“eight 
Prior to her dismissal from the Postal 


prison and a quarter-million-dollar fitie 


Who would put their career on the 


line by submitting a fraudulent claim for 
a former clerk at the 


finally placed on “total disability 


workers’ compensation benefits? 
Phe answer, unfortunately, is that months later 
Acting on a “tip” three years later that — Service last year 
the mechanic was employed but not Chicago Main Post Office for 22 years 
had been in a four-hour limited duty 


more than a handful of employees are 
willing to take the risk.” says Hearst. 
iges, from every revealing this outside income to the De 
partment of Labor, postal inspectors status, while receiving workers’ compen 
sation for the remaining four hours per 


They found he was employed 
day 


“Men and women of al 
vel of management and craft, have 
moved in 


full time at a computer store in Florence 
What she couldn't do on the job for 


the Postal Service, though, she appar 


i. 
submitted fraudulent claims 
There are generally two types of 
Occupational Workers’ Compensation KY, where he assembled compute: 
built cabinets, and — on several occa 
helped unload a delivery truck ently was able to do for others. She 
worked nine years for a major airline, 10 


years for a leading magazine publisher 


and in 1989 worked for ACA Manage- 


Program (OWCP) fraud and abuse 
sions 
continued on page 18 


cases,” says Hearst. “The most common 
involves unreported employment and Arrested last May, the former 
earnings. Injured employees receiving employee was found guilty of one count 
of providing false statements to the gov 
He agreed to pay back the 


OWCP wage-loss compensation must 
ernment 


report outside jobs and wages earned 
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Benefits in a nutshell 






















To ease the financial burden of workers injured on the job 
Congress enacted the Federal Employee's Compensation Act 
(FECA) in 1916. The law provides 

* medical payments for doctors, hospitals, prescription 
drugs, and related procedures 

+ disability compensation for time lost from work 

« scheduled awards for total or partial loss of body organs or 
functions 

+ death benefits to survivors when the injury or iliness results 
in death of the employee 

* vocational rehabilitation, if necessary, to retrain the injured 
employee for a different job. and 

«continuation of pay (COP) for up to 45 calendar days after a 
traumatic injury 

The FECA is administered by the Department of Labor's Office 
of Workers’ Compensation Program (OWCP). The Labor 
Department pays medical providers and injured workers, and 
then bills the appropriate federal agency for reimbursement 
All Postal Service employees are covered by this act 


Crime doesn't always pay, but 
dentifying workers compensation 
fraud and abuse does. Stopping these 
activities can mean big savings for the 
Postal Service, and now employees who 
report it can earn a substantial reward 
Although a system has been in place 
for some time, the Inspection Service's 
new regulations allow employees who 
report fraud to receive as much as half 
of any funds recovered during 
subsequent civil and or crimina 
proceedings 
If you know an employee is ripping 
off the Postal Service, we want to hear 
from you,” says Chief Postal Inspector 
Charles R. Clauson 
Fraudulent workers’ compensation 
claims siphon millions of dollars from 
the Postal Service each year,” he says 
Those millions can be spent far more 
effectively on the business of running 
the Postal Service 
This is money coming out of our 
pockets, he says. “Just as damaging 
these fraudulent claims cast a shadow 
over cases involving legitimate on-the- 
job injuries and make it difficult for 
employees who truly are hurt 
Some 80 to 85 percent of the Office of 
Workers’ Compensation Program 
OWCP) fraud investigations originate 
with tips from friends, neighbors, or co 
workers left holding the bag and tired of 
paying the price for an employee's 
fraudulent ‘early retirement, according 
to Clauson 
Being proud of the Postal Service 
and our jobs means protecting the 
reputation and integrity of the 
workplace, he says. “We want people 
to get angry when they see or learn 
about fraud 
Employees can report workers 
compensation fraud to the nearest 
Inspection Service office, or by calling 
the Postal Crime Hotline at 1-800-65 
8896 
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ment. All that time, she failed to report 
her outside employment or earnings, and 
tried to conceal that work by using a 
different version of her name and a 
different Social Security number. 

Postal inspectors, again acting on a 
tip, began their investigation. The clerk 
was removed from the Postal Service in 
April, and the Labor Department is now 
calculating the total OWCP compensa- 
tion overpayment made to her. 

What does OWCP fraud cost? 

Since 1982, the Postal Service's 
overall compensation program costs have 
increased 69.5 percent from $180.7 
million to $306.2 million, while the Con 
sumer Price Index (CPI) has increased a 
cumulative 29 percent. Over the last two 
years, postal compensation costs have 
jumped 30.9 percent, while the CPI has 
increased 8.9 percent 

If only one out of every 100 compen- 
sation cases was fraudulent, the total 
would represent a diversion of millions 
of dollars to unqualified recipients over 
the expected lifetime of those claims. 
Because each workers’ compensation 
claim, including medical costs, averages 
some $35,000 per year, the Postal 
Service liability for a single employee 
can easily exceed $500,000 in benefits 
over the typical lifetime of a claim 

Since 1986, when the Inspection 
Service used 48,810 workhours to 
investigate fraudulent workers’ compen- 
sation claims, the figures have more than 
doubled to 97,706 workhours in 1990. 

Arrests and employee removals have 
increased just as dramatically 

In FY 1986, investigations of OWCP 
fraud and abuse led to 17 arrests and 137 
employee removals from the Postal 
Service. In FY 1990, arrests more than 
doubled to 35, and 334 employees were 
removed from the Postal Service. 

“We're extremely concerned about 
the rising number of fraudulent claims,” 
says Hearst. “Normally, with a small 
percentage of fraudulent claims, we'd hit 
a plateau in our number of investigations 
the number of identified 
But this just isn’t 


and arrests 


cases would level off 


happening.” s 








aking his rounds in the Arbor Hill area of Albany, NY, in July 1985 
letter carrier Al Davis had just completed a door delivery when 
the staircase he was descending collapsed 

Crashing through the boards, Davis landed on his right leg and suffered 
a “blow-out” — hyperextension of the knee. Ligaments in his leg around 
the knee were destroyed, the cartilage was torn, and his kneecap 
shattered into fragments 

His trip to the hospital was the beginning of a 27-month process of 
multiple knee operations, physical therapy, rehabilitation, limited duty 
assignments, and eventual return to work in his old position as a letter 
carrier — with moditied duties to fit his physical limitations 

The compensation and rehabilitation programs in the Postal Service 

— provided for through the Department of Labor's Office of Workers 
Compensation Program (OWCP) — are the best in any industry,” Davis 
says of his experiences 

They covered all of my medical expenses and my salary. Management 

showed compassion in working with me and bent over backwards to help 
me return to work, within the limits of my disability 

But,” he adds 
while injury 

compensation is 
among the best 
benefits we have 
as postal em 
ployees, it is not 
one for which you 
want to run out 
and qualify 

Returning to 
work first as an 
Express Mail 
courier — two 
years after his 
accident — Davis 
now is back at 
the Albany Post 
Office where he 
works with other 
carriers to relabel 
and revamp letter cases and shelf dividers for the switchover to vertical 
flat casing, a new method of sorting flats with letters for delivery 

Now, it's almost like | never left,” he says. “| was very adamant about 
returning to work, because | was proud of my job and | loved my work 

Mentally, an injury can be a crushing experience for anyone, if they 
think about their particular situation too much, according to Davis. “Atthe 
time of my accident, it was hard to look at myself and say, ‘Here | am, 36 
years old, having to carry around almost five pounds of hardware on my 
leg for the rest of my life 

But, unlike some private industries, notes Davis, “the Postal Service 
works with you and for you after an on-the-job injury. It doesn't try to buy 
you off, pack up your things, kick you out the door and say ‘goodbye 

Medical costs, prescription drugs, rehabilitation programs and 
managing the transition from continuation-of-pay to OWCP wage-loss 
compensation all come in a complete package for Postal Service 
employees injured on the job 

Putting his OWCP knowledge to work, Davis serves as compensation 
officer and representative for his fellow workers and members of Branch 
29, National Association of Letter Carriers 

I've been through the process, so | know what it’s like,” says Davis 
who lends encouragement and advice to those injured on the job. “A 
person's attitude really does matter, and the wrong outlook can sour a 
person.” 

The majority of injured employees fully recover and return to their 
regular job assignment, according to Richard H. Bauer, manager of the 
Injury Compensation Branch at Postal Service Headquarters 

Otherwise, we try to modify the employee's original assignment to 


disability.” 


Compensation program : 
works when you can’ 


“They covered all of my medical 29 ! 
expenses and iy salary. Management 
showed compassion in working with me 
and bent over backwards to help me 
return to work, within the limits of my 





accommodate medical restrictions pre- 
scribed by the treating physician.” 

When that isn’t possible, he explains, the 
Postal Service can provide the employee 
with a different job or retrain the worker for 
other duties. In the case of totally disabled 
employees, the program provides wage-loss 
compensation payments 

In the mid 1970s, the Postal Service had 
yet to revamp its approach to rehabilitating 
workers injured on the job. As a result 
experiences were quite different for Letter 
Carrier Gus Pulos, of Albuquerque, NM, who 
shattered his elbow in a fall in 1976 

| felt there was work | could still do, but 
there was no such thing as limited duty at that 
time it you couldn't do your job,” says Pulos, 
who first joined the Postal Service in 1956 as 
a letter carrier in 
Salt Lake City, 
UT. “If you could 
t work, the 
government 
didn't want you 
and it put you out 
to pasture 

‘| knew | could 
do something, 
wasn't 
willing to sit at 
home,” he says 

Although 
Classified as total 
ly disabled from 
1978 to 1981 
Pulos success- 
fully entered a 
retraining and 
rehabilitation 
program to become a general clerk, after the 
Postal Service in 1979 began to direct its 
energies toward retraining its injured or 
disabled employees and returning them to 
the workplace 

| was really happy to come back to work 
says Pulos, 58, who now has been assisting 
the Albuquerque MSC injury compensation 
specialist for the past seven years. “The 
rehabilitation program is good, and there's 
work if you want to work 

According to Bauer, this program remains 
one of the most effective in assisting injured 
employees, while also reducing compen 
sation costs. Since implementation of the 
program in 1979, some 3,680 employees 
have returned to postal employment and 
have been released from the OWCP 
compensation payment rolls 

Early medical attention and timely 
processing of claims are essential,” says 
Bauer. “We encourage injured employees to 
obtain care from quality specialists. Aprompt 
and accurate diagnosis, coupled with 
appropriate treatment, will return employees 
to productive work sooner and with fewer 
complications.” # 
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Rolling out 


eA OLYMPIC PROGRAMS: 


the red carpet 


fter 13 months of planning, training 

and test marketing, the Postal Serv- 

ice this year flexes its Olympic- 

sponsorship muscle with employee 
incentives, quality initiatives and events 
to propel itself into the winners circle in 
1992, when the Games are held. 

Rolling out an array of programs 
described in its “Field Guide to Olympic 
Sponsorship,” the Postal Service has 
begun to launch a variety of employee 
incentive programs and product and 
image promotions. 

Under the Olympic theme “Go for the 
Gold,” four employee incentive pro- 
grams have been designed to support 
objectives of the USPS Strategic Plan 
and, like the Olympics, promote excel- 
lence. The programs also support the 
ideals of the Olympic movement and 
challenge postal employees to show 
competitive excellence to be the best that 
they can be . 

Among the “Go for the Gold” efforts 
already underway are the Employee 
Sales Program and the Readability 
Improvement Leadership Awards 
(RILA) program. Two other programs, 
Catalog Sales and Pride in Performance, 
will be rolled out and highlighted in the 
next March-April issue of Postal Life. 


Employee Sales Program 

The Employee Sales Program is 
designed to generate Express Mail leads 
that could develop into new corporate 
accounts 

All employees are encouraged to 
participate simply by identifying and 


submitting local business customer leads. 


To qualify for awards, leads must result 





in the establishment of a new corporate account which is active 
and revenue-generating for at least three accounting periods. 

Employee efforts can be well worth the time invested. 

* New accounts that spend $100 or more within three con- 
secutive accounting periods (APs) earn the employee a Bronze 
Award — an Express Mail Corporate Account lapel pin 

¢ If a lead generates $250 to $1,000 in Express Mail revenue 
within three consecutive APs, the employee wins a Silver 
Award — an Express Mail Corporate Account lapel pin and a 
gift certificate for $100 in USPS Olympic-related merchandise 

* A lead that results in corporate account revenue totaling 
more than $1,000 within three consecutive APs wins the 
employee a Gold Award — an Express Mail Corporate 
Account pin and a gift certificate for $250 in Olympic-related 
merchandise. 

Account representatives and telemarketers can earn bronze, 
silver, or gold level awards based on the number of corporate 
accounts actually sold (20, 30 or 40 corporate accounts in FY 
1991 or FY 1992) 
employee providing the lead, and the account representative or 
telemarketer selling the account will be credited with a sale. 


For the purpose of this program, both the 


Employees who qualify for the gold level prior to June 1991 
will also be eligible for a drawing to win a trip to “U.S 
Olympic Festival—1991” to be held this July in Los Angeles, 
CA. Those qualifying for the gold level before June 1992 will 
be eligible, via a drawing, to win a trip to the 1992 Summer 
Olympic Games in Barcelona, Spain. All awards and trips are 
subject to taxation 


Automation/Addressing 

To further promote efforts to increase the volume and 
quality of automatable mail, the Readability Improvement 
Leadership Awards (RILA) program introduced in early 1990 
takes on an added dimension. 

Beginning this fiscal year, awards presented to winning 
automation teams will also include quarterly gift certificates for 
USPS Olympic-related merchandise and provide chances to 
win expense-paid trips to the 1992 Summer Olympic Games in 
Barcelona, Spain 

Incorporation of RILA into the the Postal Service’s “Go for 
the Gold” Olympic-sponsorship initiative does not alter current 















RILA award criteria. Winning teams 
still will be determined by quantitative 


improvements in directory match rates, 
encoding rates, and Letter Mail Reada 
bility Index 

Year-end awards also will include a 
measurement factor based on the level of 
innovation and creativity exhibited in 
executing the program 

All automated postal sites are eligible 
Each is encouraged to form a team and 
compete for regional and national 
honors 

Awards offered under the RILA 
$10,000 to be 
shared among winning team members in 


program are substantial 


each of the five postal regions, and 
another $10,000 to be shared by the best 
of the five winning regional teams 

This year, quarterly honors will be 
provided to members of the front 
running teams in each region. The 
awards will be $50 gift certificates, good 
toward the purchase of Olympic-related 
inerchandise offered through special 
postal Olympic merchandise catalogs 

In addition, individuals on the five 
teams selected as annual regional 
winners will be eligible to win expense 
paid trips for two to the 1992 Summer 
Olympic Games in Barcelona, Spain 
All finalists will be entered in a drawing 
in which 10 names will be drawn at 
random. The name of one of the five 
winning site managers will also be drawn 

for 11 winners in all. All awards are 
subject to taxation. # 

(Rules and entry/selection forms are available from 


field managers and supervisors, and also in workroom 
areas.) 
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Tale of the tape 

To give all employees an updated 
overview of the Postal Service's 
Olympic sponsorship efforts, the 
Headquarter’s Communications 
Department recently mailed out 
video tapes and information sheets 
to the regional offices, field 
divisions, management sectional 
centers, and all postmasters level 18 
and above. 

The video features action footage 
from the 1990 Olympic Festival heid 
in Minneapolis/St. Paul — where the 
Postal Service sponsored the speed 
skating competition — and 
highlights of employee programs 
developed to support the Olympic 
commitment. 

Efforts to date include Olympic- 
theme advertising designed to boost 
sales of Priority Mail and Express 
Mail Service, and an employee- 
incentive program for submitting 
Express Mail Corporate Account 
leads. 


We deliver 
‘Wee Deliver’ 

Employees’ interest in 
participating in the Postal Service's 
“Stamp Out Illiteracy” program 
continues to be strong. 

More than 1,000 “Wee Deliver” 
video tapes — along with program 
information and the North Lakeland 
(FL) Elementary School “Indian 
Postal Service” handbook — have 
been mailed out to people 
interested in establishing a similar 
in-school postal service for 
students. 

The program, outlined in the 
September-October 1990 Postal 
Life, helps improve students’ 
reading and writing skills by 
allowing the children to learn using 
hands-on experience. 

Other postal efforts supporting 
literacy include plans to replicate a 
community outreach program 
similar to one developed by the 
Greensboro, NC, Division. A 
number of post offices there have 
opened their doors at night to host 


adult reading classes offered by the 


state community college system. 


New Year’s 
resolution? 


Have you outfitted yourself 
and your family with the latest 
in official USPS Olympic 
merchandise? If not, there's 
still time to order catalog items 
featured in the November- 
December issue of Postal Life. 

And there’s more to come! 

Expect to see more than two 
dozen additional items for 
adults and children included in 
a catalog with your March-April 

| issue of Postal Life. 

The toll-free telephone 
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Parcel triggers suspicion 


“The parcel just looked 
suspicious,” says rural carrier 
Teressa Casteel (above), who 
recently joined the ranks of alert 
postal employees who have helped 
authorities identify mail bombs. 

Casteel, of the Dumfries, VA, Post 
Office, made a routine stop at a 
collection box Oct. 2, 1990, when 
she noticed a suspicious package 
among the letters. 

Curious, at first, Casteel placed 
the mail in her vehicle and returned 
to the office, “but the more | 
thought about it, the more it 
aroused my suspicion. 

“| had read safety notices and 
articles in Postal Life — and we had 
had a safety stand-up — after a 
recent mail bomb explosion,” 
explains Casteel, referring to the 
June 1, 1990, biast that wounded 
Dr. Paul J. Peckar in his Alexandria, 
VA, office. 


When she returned to the post office with the parcel, 
Casteel alerted the postmaster and postal inspectors 
were called. The parcel was X-rayed and identified as 
an explosive device. A military bomb squad from 
nearby Quantico Marine Corps Base later detonated 
the bomb in the parking lot. 

‘She did a great job identifying signs that an 
ordinary person picking it up might otherwise have 
missed,” says Washington Division Postal Inspector 
Paul Giroux. “Her alertness certainly prevented 
serious harm to the intended victim.” 


Employees can continue to get up-to- 
the-minute information about the contract 
between Postal Service management and 
the four largest postal unions by dialing a 
24-hour hotline — 1-800-866-2133. 











